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On today's podcast episode, we discuss how Google might present its third-party cookie opt-

in to Chrome users, what cookie and cookieless traffic will look like in the future, and what the

next move for marketers should be. Tune in to the discussion with host Marcus Johnson and

analyst Evelyn Mitchell-Wolf.

Subscribe to the “Behind the Numbers” podcast on Apple Podcasts, Spotify, Pandora,

Stitcher, YouTube, Podbean or wherever you listen to podcasts. Follow us on Instagram

https://podcasts.apple.com/us/podcast/behind-the-numbers-an-emarketer-podcast/id1113097936
https://open.spotify.com/show/7C9j1qi6NI4Uct9gWfFdxk?si=31c6ee3a5e0a4b7f
https://pandora.app.link/eqLsEa15dJb
https://youtube.com/@emarketerinc
https://www.instagram.com/insiderintelligence/
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Episode Transcript:

Marcus Johnson (00:00):

eMarketer is your trusted partner for actionable data and insights on marketing, advertising,

commerce, and more. But did you know eMarketer also has a division focused on B2B media

solutions? Well, we do. That's what I'm talking to you about. Partner with eMarketer today and

https://www.rev.com/transcript-editor/shared/88Sf9D_fS89AV9KSlXlgA2UbYAqSmYmvK7k0Cm9jjBCKx5Mki6SiJJYDEYiADfZuf8uZ9s88ZebsR9fqQTytqH2YY9g?loadFrom=DocumentDeeplink&ts=0.66
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connect your brand messaging with our powerful audiences. You should visit

emarketer.com/advertise to learn more.

Evelyn Mitchell-Wolf (00:27):

We had this conversation about default search engines before as well. We know that once

consumers make a choice, or if the choice is already made for them, if we're asking more of

them to go in and change some things around, only a few people are going to do that if they

have a good reason to.

Marcus Johnson (00:49):

Hey, gang. It's Monday, August 3rd. Nope. No, it ain't. Evelyn asked me before we hit record if

I was ready. I told her no, and this is evidence of that. It's August 6th. I don't even know if

that's true.

Evelyn Mitchell-Wolf (01:11):

Is it a-

Marcus Johnson (01:11):

It might be Tuesday.

Evelyn Mitchell-Wolf (01:11):

It's Tuesday, right? Okay.

Marcus Johnson (01:12):

[inaudible 00:01:12]. Evelyn and the listeners, welcome to the Behind the Numbers Daily, an

eMarketer podcast. I'm Marcus, and I'm joined by our senior analyst who covers everything

digital advertising and media. Based in Virginia, it's Evelyn Mitchell-Wolf.

Evelyn Mitchell-Wolf (01:26):

Howdy, Marcus.

Marcus Johnson (01:27):

Hello there. All right, here we go. No fact of the day today.

Evelyn Mitchell-Wolf (01:32):

https://www.rev.com/transcript-editor/shared/q2uaa6G8_k_XpiE769cXrMhqyD5Z4NWhI9-OaYXjHAfcFUk7mgTRHCWK6wlXPxJ83zMtqDO6UGdGeiO8Zx9Vi_RXIgk?loadFrom=DocumentDeeplink&ts=27.69
https://www.rev.com/transcript-editor/shared/cwqj2pqbIp8cf5fZfCI4V2prLdqVgisEUWoWvaIBEBTx1rsTOPcOjWfsb2O4QGE-qOWp8GNY0MyivzhGx_M6FGpIgUw?loadFrom=DocumentDeeplink&ts=49.4099999
https://www.rev.com/transcript-editor/shared/d3D0McPcRlGfdo2mK0srfZzZc0jEZM3Mh1orQrnUkk7QWAI2cIQofmkCXiwR7UsxNA0fNb60MZOk8x4x7HvfIVSJgvo?loadFrom=DocumentDeeplink&ts=71.01
https://www.rev.com/transcript-editor/shared/opn49kIeH7SI6dbmbLqyW6dkAWuQcmlrbTfvoN204OF2cfhhI7eHJybkOonTmUklVZoSCYPIhFfP-DOhAjtPLUSKZTY?loadFrom=DocumentDeeplink&ts=71.28
https://www.rev.com/transcript-editor/shared/ziv2dBk54BjJV2ndt2Da1_ChorxMjtKyYfXKfD3ohL54LZeQpAEF1dstJzxwU8OUsD5FB5oPCDDpDi6pAhGTEKjn8_c?loadFrom=DocumentDeeplink&ts=71.64
https://www.rev.com/transcript-editor/shared/zEavqLkDuj_H6Tedz1EhuM0HEkEoUU07uW3eUr_TXiS2l38K4YHAX71VOfjiDYZUjVqDlvDDO1ch5m80dB8Gw4K43_o?loadFrom=DocumentDeeplink&ts=72
https://www.rev.com/transcript-editor/shared/PvZcrOE79BXnDIbpMrzFI54Hx1RrdThfeAtlk4x-0uxz_pJAb8gRJg_8Bzy1q7CdUhBytmG5xUjxKCCQc67InTutJgM?loadFrom=DocumentDeeplink&ts=86.099999
https://www.rev.com/transcript-editor/shared/ntXVPWGVsuem5Xs_fq0o2ajhe7PtvGo5jaKzbIUFaUsFN35Bf3JxHGSKNikXUdigZcXe4csLp5jba7KsbFcc7v1fTpo?loadFrom=DocumentDeeplink&ts=87.66
https://www.rev.com/transcript-editor/shared/NdGU6HIjyjcslXoaRETPoZGB5DJcTU-OfsWrnbxS-1RZjnb_wsU2mvdV3DhtaC6XVZoYtl-zW6nkZPRXE9c1PFAUlKg?loadFrom=DocumentDeeplink&ts=92.79
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Ooh.

Marcus Johnson (01:33):

Just kidding. Some folks were like, "Finally." I have one for you. The most decorated Olympian

of all time is?

Evelyn Mitchell-Wolf (01:42):

It's Simone Biles now, right?

Marcus Johnson (01:43):

Olympian, no.

Evelyn Mitchell-Wolf (01:43):

Or is it still Michael Phelps?

Marcus Johnson (01:43):

It is Michael Phelps still. Yes. So all of this is as of before the Olympics started. So if she's won

medals since, I'm not counting that because it's still going on. But somehow, it's Michael

Phelps. Somehow, the 39-year-old from Baltimore has accumulated 28 Olympic medals. 23 of

them are gold. Second place in medals is 10 medals behind him, so it's not close.

Evelyn Mitchell-Wolf (02:10):

Who is it?

Marcus Johnson (02:11):

Larisa Latynina, who is from the former Soviet Union.

Evelyn Mitchell-Wolf (02:16):

I see.

Marcus Johnson (02:16):

This was back in... She won these in the kind of mid '50s to mid '60s, I think, if I'm remembering

correctly. In total, if you include all competitions, I believe he has 66 gold medals, 14 silver, and

three bronze. However-

https://www.rev.com/transcript-editor/shared/OQffIRWhNIH9GzHcGGhEkBAQ1Xn1Zg2iM4hJUNpItZTtP2rtxh2w7MdO41xB1C0GuJlLBHENIGwwLuBGeTseYvD3h5U?loadFrom=DocumentDeeplink&ts=93.2099999
https://www.rev.com/transcript-editor/shared/SmKGqljOH-DN2Fjs5vApyP35Yywb6avG_0Ww7g8kGwxKhMLlkdODExCT3P8zBbuB6B7RKuP3OX-q6iPcs-XYeStFp2w?loadFrom=DocumentDeeplink&ts=102.03
https://www.rev.com/transcript-editor/shared/zM8m1Q5zHacUNpi9pKX2AJ3Xz5tC32ArTFQgYpeIPmsPulXIx4t0KCfnkq3kkF2KenCVxx3HgYEOXTRkEfeH9Jv8tdk?loadFrom=DocumentDeeplink&ts=103.2599989
https://www.rev.com/transcript-editor/shared/vdLj3VNXtH5c34fURcyGOZ9tPQWKm7JJzxtlJ1WyEw3SO5u0SKJDq-0PzUIN7u8fAQEsPxzFsdD4DEXQE2oUzSECC74?loadFrom=DocumentDeeplink&ts=103.709999
https://www.rev.com/transcript-editor/shared/n3FZWfUP4_SSeaCqnFMOoSG7QZzGHPPbp_C-znVrLBC-V7AtMpK74pd2qY__MfPobzy-owk2A3YHgyQd64DRY03WDNo?loadFrom=DocumentDeeplink&ts=103.92
https://www.rev.com/transcript-editor/shared/SLDBxkI1Qlu_sfrf5PBGkJUmHEjMjEMRU-WmfaHDI3KtbZ1nch3fMxFlK-TXht-BXc0wtQCAtUZxhGBh33mh4o3yt24?loadFrom=DocumentDeeplink&ts=130.9199999
https://www.rev.com/transcript-editor/shared/vRxho4WMu3nOfKSh6vOGXVdmeGVc6l_b8JmkUZ6D5sUU3X4mQBCIoFtBrfEpNystdZb8uawnSYrnb45Bgcoc0bfMfew?loadFrom=DocumentDeeplink&ts=131.7
https://www.rev.com/transcript-editor/shared/ouElZcPl3UN6xVp2ZIafw5yjKd1eXZ56YYDL11NTds-5gkqdcz81pauA7aznufYp2tNj7iFuRDzr0gKAgwiWeBMZW-0?loadFrom=DocumentDeeplink&ts=136.74
https://www.rev.com/transcript-editor/shared/rXN6iObB-loZaytksi0yu-qHHLc4ikUXR9Ikp6-GhTQWRp6j0WkTYfACZ1WkKTDyX8GyGMt6r7Kd8KKnkAdcVi4t64E?loadFrom=DocumentDeeplink&ts=136.86
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Evelyn Mitchell-Wolf (02:32):

Easy peasy.

Marcus Johnson (02:34):

So nearly a hundred. However, the most decorated gymnast of all time is indeed Simone Biles.

Evelyn Mitchell-Wolf (02:40):

Okay.

Marcus Johnson (02:40):

Before the games started, she had eight Olympic medals and another 30 world championship

medals, so a total of 38. The 27-year-old from Ohio also, Evelyn, has five moves named after

her. In gymnastics, a move gets named after you if you are the first person in the world to

perform it successfully without any faults.

Evelyn Mitchell-Wolf (03:02):

I just consider myself so lucky to exist on the same planet as Simone Biles.

Marcus Johnson (03:07):

Sometimes after a push-up, I'll just lie there. You know?

Evelyn Mitchell-Wolf (03:13):

I do know.

Marcus Johnson (03:14):

Okay.

Evelyn Mitchell-Wolf (03:14):

I've been there too.

Marcus Johnson (03:17):

That's where I'm at. Anyway, today's real topic, cookies. We're keeping them, apparently, the

third-party ones.

https://www.rev.com/transcript-editor/shared/Rpw2hBHMgmMzbfmnoOdMb4l_yO3PLdjGC-fQFGNJ4JyMmq6CCtRer7FnStiJgVrc8-2C-3wmSjY8V8812HgId1txaT4?loadFrom=DocumentDeeplink&ts=152.37
https://www.rev.com/transcript-editor/shared/fSfgI8bwb7dVck2xEPm7VBbnKCsSgGspOUU59jexVRBWh2EZeCh_uTlTd4gEAUk_4ea-dGEIczwuJhmSy8drfCGZ1qo?loadFrom=DocumentDeeplink&ts=154.38
https://www.rev.com/transcript-editor/shared/TxcrNhVZzrdfFHDN26DI4Fn-MnxaPGGkAx-FY4gw8w_fmGI-5rSQvFf5GMKrh9xau_SSMk7igk9prRbxgLeEIZ50huw?loadFrom=DocumentDeeplink&ts=160.5
https://www.rev.com/transcript-editor/shared/nXF-i84qEqm8RcPjH6RCAuWrw2XJmRGuDjThKmtroeC5Zs61yLBh4Jdnp2Xwkf7BmyBFvYya-GTQ8uLGuDk__2nnZRY?loadFrom=DocumentDeeplink&ts=160.59
https://www.rev.com/transcript-editor/shared/u64JYHNilAdoOHVnYcll8kjNvLi0YiJ9OYc17dDZfjAyQFJRC8l0rD1d2EqBSeNfsTg3HKquIkGFyBjPVRBklY5-EtE?loadFrom=DocumentDeeplink&ts=182.43
https://www.rev.com/transcript-editor/shared/vu3DaTQB8WcO45u9HlmAqjDqNw8iQea4SaJo12biOhZG0FhMNnFoebzgCP1NafrwudhMU4RyDvSpyA1Tu6_1mfHgUzE?loadFrom=DocumentDeeplink&ts=187.44
https://www.rev.com/transcript-editor/shared/xa6S84HZ1sXn4OLiNPOdK4ifSb1wqSG12ojF-TpppljUEiV1u8pzB8NxYkCCaWTP864UTYsqYEgYAnLcOMLSpDHH0QQ?loadFrom=DocumentDeeplink&ts=193.5
https://www.rev.com/transcript-editor/shared/bgcN1FXK9QqIT2z3b-bfm3w1sSy8SsSmqQDhI8eIytHTM3i8Yi2XXP0AXUrrFk1OLYt6sP1jVugkl5cIRQF2d0VMceE?loadFrom=DocumentDeeplink&ts=194.73
https://www.rev.com/transcript-editor/shared/EXVv-sjVwrxedrWRWtWpRrHsQ96BNII6zXRo5JSMNpxETsSDHUDhX6qTentapsCAgxneDVH_52TJPPtAk4thpn03J6c?loadFrom=DocumentDeeplink&ts=194.91
https://www.rev.com/transcript-editor/shared/Orh1Z6vu_znuBvXUOjRRYFP9YBcHM8R42SZtiUWwXXooWVPFmr79Z-cqeifOFS_HvZCj-LUlk4h1EpzEe_WRqmZX3bU?loadFrom=DocumentDeeplink&ts=197.039999
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(03:28):

In today's episode, first in the lead we'll cover cookies. No In Other News today. So Evelyn,

Google pulled a 180 and has now decided to keep third-party cookies after four years of

trying to ax them from its Chrome browser. Google's new plan is to give users what it calls an

informed choice that applies across folks' web browsing. The search giant is still working on

its Privacy Sandbox solutions as well, so they're not going anywhere. We did cover this topic a

little on our weekly listen show the week that this broke. The episode was July 26th. But

Evelyn, we didn't have you for that episode, and you-

Evelyn Mitchell-Wolf (04:07):

I was about to say I don't remember that, Marcus.

Marcus Johnson (04:09):

And you covered Google closest at eMarketer. So we'll start with this. What was your initial

reaction to Google deciding not to get rid of third-party cookies?

Evelyn Mitchell-Wolf (04:18):

Well, if I'm honest, I groaned not because of the implications necessarily, but mostly because

we've got major boy who cried wolf vibes going on here, because anyone who's been paying

attention, or the slightest bit of attention, knows that Google delayed its plans to deprecate

cookies in Chrome three times since first announcing its plans in January 2020. So cookies

have been living on borrowed times since 2022. That was the first proposed deprecation

deadline. So yeah, my immediate gut reaction was like, "You've got to be kidding me."

Marcus Johnson (04:55):

Mm-hmm.

Evelyn Mitchell-Wolf (04:55):

My next thought was, "Okay, this doesn't actually change much," because advertisers might

not have to quit third-party cookies, cold turkey overnight, but if consumers are able to opt

out of cookies at the browser level, chances are high that they'll do so. So basically, Google

might not be the one to kill cookies, but consumers effectively will, which means advertisers

still need cookie-less targeting and measurement strategies in place.

https://www.rev.com/transcript-editor/shared/0CfCdKu50DgfPailkww5Zu7baVyXUxRsRD7FRVNLSNlRntUjYV5kYo3YgMOG2iZfNVJS77fDZZ2Wkf5KSL6T9D2nUXM?loadFrom=DocumentDeeplink&ts=208.679999
https://www.rev.com/transcript-editor/shared/g7eoAOwYboDYzUUlQuqmAKnnw8cdo573Rs_xpqNXsp1oWDKqJfae4tNgLisuMHUF1tNBKt5GdLnkfGT3S4JI4tWXLFk?loadFrom=DocumentDeeplink&ts=247.68
https://www.rev.com/transcript-editor/shared/GOIHhOMtVnOnYCBiOBGZwH82FUpBIOlfR870h88Z-camPu1FgsvNE9R9OVxSgKzGYSarsu9djT7dqYNIiiRuMuAOqb8?loadFrom=DocumentDeeplink&ts=249.72
https://www.rev.com/transcript-editor/shared/HxPg-R6up9ZOcqiwAPKmnRPcckV2F4R2XfHT04sgAmbFLvkp-XU3YvahuVhTyUhWiuBssK6dDURq6FcnjgL8760_lqM?loadFrom=DocumentDeeplink&ts=258.75
https://www.rev.com/transcript-editor/shared/NxFEDD8woWaitSUfc1hXKKnHXaI9dyDmEDEobyP_6Wtv0_Ec2652hKQPEaZTiA-a6GHtUsqTu4HAQglXV-1JHv5u5y0?loadFrom=DocumentDeeplink&ts=295.11
https://www.rev.com/transcript-editor/shared/zmaWA7aQzD_HtcCQkU8WuMur-MwBjrg1iAlC7UI7bVVCfCxHS3c_lwEz3Df-HxZ8dKjMEaHy0B488zVhI2vg2V3pOkE?loadFrom=DocumentDeeplink&ts=295.68
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Marcus Johnson (05:24):

Yep. I think your reaction is similar to a lot of folks, and one of those reactions that I think

everyone felt, or a lot of advertising folks, Jeremy Dowdy, president of performance

marketing at VML, had a really good quote saying, "This news brings a collective sigh of

relief." And I think it did feel that way, partly because most people thought this was happening.

There was some research. Two thirds, 67% of marketing folks, expected cookies to be

deprecated this year according to ID5. The rest said it will happen at some point.

(05:54):

However, most weren't prepared. Two stats for you there. One, just 29% of marketers

worldwide said their company had a robust measurement system in place for a post-third-

party-cookie world. 29% of folks according to Econsultancy. And only 25% similar share of

advertisers were prepared for cookie deprecation said they were prepared for it according to

May YouGov and Taboola survey.

(06:20):

What's interesting about this, Evelyn, is that they've said that they're going to be giving users

an informed choice, and that seems to be a lot of the things that people are focusing on, on

how Google is going to present this choice, quote, unquote, "choice," to Chrome users. And

Katie Eyton, chief ethics and compliance officer Omnicom Media Group UK, was saying that

this is going to be, going forward, something that a lot of folks are going to focus on, how this

is going to be presented to people. What do you make of how this choice, this cookie opt-in if

you will, is going to be presented to folks?

Evelyn Mitchell-Wolf (06:53):

Well, I think the lack of detail that Google has provided so far is the most important aspect of

this conversation right now. First, to zoom out from the detail of the actual prompt or

whatever we're going to call it, consent workflow, we have no timeline. So the Google

communication offers no information about when to expect this, what it calls a new

experience, so when we should expect the, quote, unquote, "new experience" to launch, and a

looming deadline was the animating force behind much industry momentum behind that, you

said 25% preparation rate. That was going towards that privacy-preserving alternative space.

And everyone knows how hard it is to prioritize effectively without any deadline. So without a

deadline, we're left in limbo a little bit.

https://www.rev.com/transcript-editor/shared/aKujxCacbCLCXQUxTmrA0GZOoysH77OxUg6kVP0Bb9_aRttEz-Pe34Yq8RfDhdFPolhNvkkfuT11rgyPlPbSBnrCEN0?loadFrom=DocumentDeeplink&ts=324.45
https://www.rev.com/transcript-editor/shared/vVrtN9mTc33QOjBUOPrTMeiyN2qsnZY4VYx9h_zv4kD_Ss25Y4_KkJrxvgTxWiAxrbG-AyzRobx2E7IIToFVPhaDyFY?loadFrom=DocumentDeeplink&ts=354.7799999
https://www.rev.com/transcript-editor/shared/86hNMZpKDo7-ZAARZ61XnTNtc3zEa_tj4ZDEB3S_ak1igUQaixquOSF9zI_oI8fijP5eaDWY2LW5aQiR-YwMDFVjmp0?loadFrom=DocumentDeeplink&ts=380.04
https://www.rev.com/transcript-editor/shared/gROIGYRUDGHTOCs65zvSzwnAHOBfaUZMJtmIfPPd9YBv1fFHh_3FApiY7uM1je3MKIeqzUOfpPqWjWixzDlx0zYVyEE?loadFrom=DocumentDeeplink&ts=413.159999
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(07:47):

But as far as the new experience itself, the prompt, the consent workflow, whatever it's going

to be called, the language and appearance will have a huge effects on the opt-in rate. So for

example, if Google uses words like tracking or surveillance, that would tend to discourage

consent. If Google makes the Accept Cookies button a different color than the Decline

button, that color choice matters. The way that this dialogue is presented matters for opt-in

rates. And until we know more, it's very difficult to predict how much Chrome traffic will be. I

did crunch some numbers though.

Marcus Johnson (08:28):

You were looking at... This is the cookie and cookie-less internet traffic and what that's going

to look like going forwards. Yeah, talk to us about how you came to these numbers and what

they look like, what they tell us about what the mini future is going to look like with regards to

cookie and cookie-less internet traffic.

Evelyn Mitchell-Wolf (08:44):

Yeah. So let's focus on the top four browsers here in the US. According to Statcounter, they

make up 95% of the US browser market. That is Safari, Firefox, Microsoft Edge, and Chrome,

of course. Safari and Firefox already block third-party cookies by default, so that's actually

over a third of us browsers that are already cookie-less today. And to get a sense of how this

all might shake out longterm, we have to make a few assumptions. So first, Microsoft Edge

has announced plans to deprecate third-party cookies by the end of 2024, so let's assume

that they'll follow through on those plans for the purposes of this. As for Chrome, as we've

discussed, it's going to be up to consumers whether cookies are available.

(09:34):

Luckily, eMarketer surveyed US consumers about their online privacy preferences and

behaviors in May of this year. We asked them, "When you receive a notification that a website

uses cookies, how often do you click Okay or Accept?" And their answer choices were always,

often, sometimes, rarely, never, and then I don't know or I can't recall.

Marcus Johnson (09:58):

Mm-hmm.

https://www.rev.com/transcript-editor/shared/_sh9EyjB7GERPyZq6tDmozADmkA_Tkw8aJEjDC47l-8IiTKNtzmIxIcvkW7cwPhQjYAhZI9M8c9SGxCTJySh45IUPrA?loadFrom=DocumentDeeplink&ts=467.609999
https://www.rev.com/transcript-editor/shared/qntscIa-5SVSGt4-RjzAUQJzq1hK3QkmwR6tNVjgwnFx1rU5HL8NtvrstwVsZ4CV0YgvCoY_zV158bit-INJWUUYxHs?loadFrom=DocumentDeeplink&ts=508.53
https://www.rev.com/transcript-editor/shared/_8zi6F7-zsZoHaa0r5Dq9Ov4IvugZNWmFadBY_Wv7rtu4Q0fST-EezVjT6Id7UjP6kbnBkTs1CAGdQVglwIgcdHh1N4?loadFrom=DocumentDeeplink&ts=524.22
https://www.rev.com/transcript-editor/shared/YyuCDfmfB-G674PGoxWy-ZVJOej7lKkGmAqu8LLpjaRHef3e7HNz-HJOng3FtYY8FUGim-sfvYRd8dk2_QeBkkiY_bk?loadFrom=DocumentDeeplink&ts=574.5
https://www.rev.com/transcript-editor/shared/5aM3S-bJm_LWVCJa2PfiS6DnNJVZfLMzQsa9t72WaE2mfwz6v081GsGYh6JrBM13dy-0AfbF6E--kXLf7WbApBUA6Uk?loadFrom=DocumentDeeplink&ts=598.2
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Evelyn Mitchell-Wolf (09:58):

17% of respondents said they always accept cookies. So let's assume that 17% of Chrome

users would also accept cookies when asked by Chrome. A little back of the napkin math and

over 80% of US browsers could be cookie-less longterm. Now, if we perform the same

analysis, but assume that the 47% of respondents who said they always or often accept

cookies would accept cookies when asked by Chrome, that's around 70% of US browsers

would become cookie-less longterm. So ballpark, we're talking 70 to 85-ish percent, which is

a lot.

Marcus Johnson (09:59):

Mm-hmm.

Evelyn Mitchell-Wolf (10:41):

That means cookies are going to be the exception rather than the rule, which speaks to my

earlier point that advertisers and publishers are going to need cookie-less strategies going

forward. It also means that any preparation that's already happened will not be wasted, which

is a good thing.

Marcus Johnson (10:56):

Mm-hmm. That research really does depend on how it's presented and what people choose,

because the way I read it was half of Americans always or often accept cookies when given a

choice. 30% do sometimes, so that's just 20% of people who accept cookies rarely or never

according to that survey that you cited that we did. However, Evelyn, it's hard to know why

people are clicking it.

Evelyn Mitchell-Wolf (10:56):

Oh, yeah.

Marcus Johnson (11:21):

Which makes me think that people don't know what they're accepting, and they just want the

prompt out of the way.

Evelyn Mitchell-Wolf (11:26):
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Oh, for sure. That's definitely, definitely at play here. I mean, I'm guilty of it. I don't know if

guilty's the right word because it is my data that I'm playing with here.

(11:35):

But those cookie banners are annoying. And a lot of times, I'm visiting the website for two

seconds to find one quick answer and it doesn't make sense for me to engage with the

prompt, or depending on my browsing activity for the day, maybe I've browsed enough that

I'm just tired of clicking and giving my actual preferences with a longer dialogue box. So I just

click Accept because I'm tired of it. That's definitely going on a fair bit as well, which is why I

tended to lean towards assuming that fewer people will accept cookies with this sort of

consent workflow because it's one time. And depending on how it's communicated, if Google

is upfront that you just have to do it this once, whatever choice you make here will apply

globally, so maybe engage a little bit more deeply with this and we'll explain it to you in words

that you can actually understand, then they might get a lot more engagement, and people

might not be as quick to click Accept without thinking through the consequences.

Marcus Johnson (12:36):

Yeah, because I'd love to see some research on how many normal folks, ordinary folks who

don't have to read about this stuff for their job know what cookies are, let alone know how

they work, because people have been comparing this, the way this gets presented to folks,

similar to Apple's app tracking opt-in.

Evelyn Mitchell-Wolf (12:36):

Yes.

Marcus Johnson (12:54):

And when people know that they're sharing data, the numbers could be even lower, and there

are some research to suggest that most consumers don't choose to share data when

prompted. There was a mobile app trends report showing iOS apps across categories had

worldwide opt-in rates of 29% in Q1 2023. However, the research you just wrote on this

suggests that initial opt-in rates could increase over time.

Evelyn Mitchell-Wolf (13:17):
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Yeah, well, and there are some caveats to that. So the data you're referencing is from Adjust,

and they have observed ATT opt-in rates go up over time. Initially, they were around 14% of

US users that were shown the ATT prompt opted in. And then over, time it's basically doubled

over the last three years. So that could happen here. Of course, there are some differences in

how the prompt will be deployed, at least as far as I can surmise from Google's

communications.

(13:50):

So with ATT, each individual app was responsible for deploying the prompt, and not all apps

did it at the same time. YouTube, for example, opted to just stop using certain consumer data

rather than show the prompt to be compliant with ATT, and it's since reversed course on that

policy as well. So things change and over time, more apps showed the prompt, so it makes

sense that more people would opt in. Also, there could be people changing their preferences.

(14:20):

But with this cookie situation on Chrome, if functionality doesn't meaningfully decrease, if

consumers don't notice that there's higher latency when pages are loading or if they don't

notice that all the ads they're getting are completely unrelated to them and they actually do

want some more personalization, they're not likely to go back and change their opt-in or opt-

out preferences. So there is a chance that opt-in rates could go up over time, but like a lot of

this, it's TBD. We have to see about the unique circumstances that this system applies before

we really know.

Marcus Johnson (14:58):

Mm-hmm. Yeah, will it be a feature or a prompt that comes up and makes people more sure

people... will say, "Are you sure?" once they click it. And then after that, maybe it says, "If you

do want to change, we'll just be over here in the corner and make it easy to find, potentially."

Evelyn Mitchell-Wolf (15:13):

Right. Exactly. All that matters.

Marcus Johnson (15:15):

Yeah.

Evelyn Mitchell-Wolf (15:16):
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If it's more friction to change your responses, too, that's going to... I mean, we had this

conversation about default search engines before as well. We know that once consumers

make a choice, or if the choice is already made for them, if we're asking more of them to go in

and change some things around, only a few people are going to do that if they have a good

reason to.

Marcus Johnson (15:38):

Mm-hmm. Final thing I want to bring up here, Evelyn, you had in your research, which I thought

was a really, really good point, again, how this is framed for folks, you have to balance the

technical terms that are used, as you say, to mitigate legal liability. However, you can't make it

too technical because people won't know what the hell you're talking about. So it's going to

be very interesting to see how this is all presented to folks, and therefore how many people

decide to opt in or to not opt in. As I said at the beginning, Google's not getting rid of

cookies. However, they're continuing work on their alternatives, on the cookie alternatives,

Privacy Sandbox being the thing we're talking about. What's next for Privacy Sandbox?

Evelyn Mitchell-Wolf (16:15):

Yeah, yeah. So to your point, Google will keep developing the sandbox. It's got some hurdles

to overcome. For example, in early tests, publisher ad revenues were significantly lower when

the Privacy Sandbox was enabled versus cookie-based controls, which is not great for

supporting a free and open internet. But Google has said that the rollout of the Privacy

Sandbox was not actually contingent upon cookies being deprecated. Of course, they are

related because in order to test their efficacy, there needs to be a cookie-less environment. So

having the 1% of Chrome traffic be cookie-less was important for that, but they're separate

initiatives.

(17:00):

However, just because the privacy sandbox will still be there doesn't mean it's not going to

face some additional hurdles. Adoption is probably going to take a hit because not only is the

industry left without a timeline to fuel that sense of urgency that we talked about, now the

market has better justification to wait for Google to refine the Privacy Sandbox based on the

feedback that's been surfaced thus far before testing and adopting it. So the Privacy

Sandbox will probably take a back seat, at least temporarily, but it's not going anywhere, like

you mentioned, and ad stakeholders should keep any ear to the ground. Because I completely
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understand if brands take a step back from the Privacy Sandbox or push back plans to test it,

but I don't think it's time to write it off completely. I think there's still more to this story.

Marcus Johnson (17:48):

You said that it will likely take a back seat. If you owned a minivan, this thing's in the third row.

Evelyn Mitchell-Wolf (17:54):

Okay.

Marcus Johnson (17:56):

I mean, I feel like it already was, and maybe it was second row and now it's going to the back

of the car because I found some research on adoption of Privacy Sandbox. 12% of folks said

they were using Privacy Sandbox. 40% were planning to according to Basis Technologies. So I

doubt those numbers will move too much.

Evelyn Mitchell-Wolf (18:16):

Yeah, that survey was also in November of last year. So.

Marcus Johnson (18:20):

[inaudible 00:18:20] end of last... Yeah, yeah. Mm-hmm.

Evelyn Mitchell-Wolf (18:20):

Yeah, so over the course of the, I guess, six months-ish that we had before this announcement

hit, there was probably some progress there.

Marcus Johnson (18:30):

That's a good point. I'm hoping they do the same survey again in November of this year to

really see how much this has moved after this announcement. So Evelyn, let's end with this.

What's the next move for marketers now that they know that third-party cookies on Chrome

aren't going away anytime soon?

Evelyn Mitchell-Wolf (18:47):

The next move for marketers is to keep pursuing cookie-less alternatives. I know that's not

exciting. It's always been a tough sell to proactively part ways with the status quo and invest
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in privacy-preserving tech and data sources, especially when the finish line keeps getting

moved, but here's what we know. Sometime in the future, cookies are not going to be as

abundant as they are today. Audiences targetable with cookies are going to shrink. We know

that Safari and Firefox are already cookie-less, so if you're not at least testing cookie-less

strategies, you're missing out on a full third of US browsing activity. And we know that the

ongoing wave of privacy legislation in the US will not slow down and it will not be rolled back.

So yeah, there's a lot that we don't know, but it doesn't take a genius to read the signs,

because they're all pointing to a privacy-centric era of digital advertising, and the best way to

mitigate disruption is to set aside some resources, to get your bearings, and proactively

develop a strategy.

Marcus Johnson (19:52):

Mm-hmm. Well, Evelyn's latest research on all of this comes out in the next week or so, so stay

tuned for that. It's called Chrome's New Path to Privacy. If you're a PRO+ subscriber, you can

go to emarketer.com to check that out. That's all we have time for, for this episode. Thank you

so much to Evelyn for hanging out with me today.

Evelyn Mitchell-Wolf (20:08):

Thank you, Marcus.

Marcus Johnson (20:10):

Thanks to Victoria. She edits the show. Stuart runs the team. Sophie does our social media.

Thanks to everyone for listening in to the Behind the Numbers Daily, an eMarketer podcast.

You can hang out with Sara Lebow tomorrow for the Behind the Numbers: Reimagined Retail

show, where she'll be speaking with analysts Sarah Marzano and Zak Stambor all about the

role influencers play in back-to-school marketing and what this year's back-to-school season

is telling us about the upcoming holidays.
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